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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE 
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD 

 
In the Matter of Application Serial No. 85/379,097 
For the mark: CRAPPLE 
Filed: July 22, 2011 
Published: December 20, 2011 
 
---------------------------------------------------------X  

APPLE INC.,  :  
  : Opposition No. 91204777 

Opposer,  :  
 :  
                   v. :  
  :  
NINJA ENTERTAINMENT  : 

: 
:

 
HOLDINGS, LLC,   

Applicant.  :  
---------------------------------------------------------X  
 

OPPOSER’S SIXTH NOTICE OF RELIANCE 

 Opposer Apple Inc. (“Apple”), pursuant to 37 C.F.R. §§ 2.122(e), submits of record in 

connection with this opposition proceeding a representative sample of unsolicited print 

publications available to the general public in libraries and/or on the NEXIS database or of 

general circulation among members of the public and/or that segment of the public that is 

relevant to the issues in this proceeding. 

 This evidence is relevant to show, among other things, the fame of Apple’s marks, the 

specific recognition of Apple by the public, media, and industry as one of the most valuable 

brands, and the widespread recognition of Apple’s marks by the relevant general public. 

EXHIBIT  PUBLICATION 
DATE 

PUBLICATION NAME - ARTICLE TITLE  
(SUMMARY OR RELEVANT QUOTE) 

 
A January 26, 1995 The San Francisco Chronicle - 

Apple’s Logo Will Adorn Other Products 
 



 
 

B February 9, 1995 Charleston Daily Mail (West Virginia) - 
Apple Plans to Sell Rights to its Logo 
 

C November 13, 1996 The San Diego Union-Tribune - 
San Diego and California 
(“The company licensed its name and famous apple 
logo…”) 
 

D November 13, 1996 The Wall Street Journal - 
Apple Will License Name and Logo to Cyber Cafes 
 

E January 18, 2000 The Wall Street Journal - 
Apple Computer Quietly Changes Appearance of Its 
Famous Logo 
 

F August 6, 2001 Business Week - 
The 100 Top Brands  
(valuing the APPLE brand as the 49th most valuable 
brand in the entire world, with an estimated brand worth 
of U.S. $5.46 billion) 
 

G August 5, 2002 Business Week - 
The Best Global Brands 
(valuing the APPLE brand as the 50th most valuable 
brand in the entire world, with an estimated brand worth 
of U.S. $5.32 billion) 
 

H August 4, 2003 
 

Business Week - 
The 100 Top Brands  
 (valuing the APPLE brand as the 50th most valuable 
brand in the entire world, with an estimated brand worth 
of U.S. $5.55 billion) 
 

I August 9, 2004 Business Week - 
Cult Brands; The Business Week/Interbrand Annual 
Ranking of The World’s Most Valuable Brands 
Shows The Power of Passionate Consumers  
(valuing the APPLE brand as the 43rd most valuable 
brand in the entire world, with an estimated brand worth 
of U.S. $6.871 billion) 
 



 
 

J August 1, 2005 
 

Business Week - 
Global Brands; Business Week/Interbrand Rank the 
Companies That Best Built Their Images – And Made 
Them Stick  
(valuing the APPLE brand as the 41st most valuable 
brand in the entire world, with an estimated brand worth 
of U.S. $7.985 billion) 
 

K March 26, 2006 The San Francisco Chronicle - 
APPLE TO ITS CORE: Faithful, Sometimes 
Fanatical; Apple Customers Continue to Push The 
Boundaries of Loyalty  
(“They tattoo Apple’s logo on their arm.”) 
 

L 
 

June 28, 2006 Omaha World-Herald - 
Apple Logos May Herald Omaha Store 
 

M September 4, 2006  MMR (Mass Market Retailer) -  
Apple Prowess Extends to the Retailing Arena; Apple 
Computer Inc.  
(“A 32-foot-square transparent cube with the Apple logo 
at its center serves as the entrance to the 10,000 square 
feet of selling space . . .”) 
 

N 
 

January 24, 2007 Newstex Web Blogs - 
M&Ms: Apple Logo Melts in Your Mouth 
  

O February 12, 2007 Newstex Web Blog - 
Color Customize the Apple Logo on Your Laptop 
 

P March 19, 2007 Fortune - 
Why Apple is the Best Retailer in America 
(“Onlookers were bathed in the milky-white glow of the 
Apple logo . . . .”) 
 

Q October 4, 2007 Small Biz mentor -  
Verizon Wireless Voyager - Anything You Can Do I 
Can Do Better 
(“. . . . Apple is such a strong brand name, making 
anything Apple produces a ‘must have’ for many 
consumers.”) 
 

R March 23, 2008 The Boston Globe -  
How the Apple Logo Makes People ‘Think Different’  
 



 
 

S March 24, 2008 Advertising Age - 
This Brand Makes You More Creative  
(“The group that had been subliminally primed by the 
Apple Logo [was] rated . . . as more unique and 
creative.”) 
 

T March 31, 2008 Gawker - 
Apple Logo Makes You Creative. Really  
 

U June 15, 2009 SNL Kagan Media & Communications Report - 
The truth behind Apple's price slice 
 (“Lindstrom went so far as to compare Apple brand 
loyalty to a religion. He said that when a study he helped 
conduct scanned the brains of both Apple fanatics and 
people who professed a strong faith in Christianity, the 
same regions in both groups’ brains were activated. 
Furthermore, Lindstrom polled 2,000 consumers and 
asked if they would tattoo an Apple logo on their arm. 
‘And 6.7% of Apple fans said yes,’ he said.”) 
 

V January 22, 2011 Los Angeles Times - 
Apple grows on Samsung’s soil; In South Korea, 
patriotism figures into the war between the iPhone 
and Galaxy S 
(“ ‘Apple is an iconic logo and people worldwide want to 
be a part of its coolness,’ said Brian Marshall, an analyst 
with the research and investing firm Gleacher & Co.”) 
 

W October 2, 2012 New York Times - 
List of Global Brands Keeps Coke on Top, And Apple 
Jumps Up 
(“…eight of the remaining top nine brands changed ranks 
from last year, Interbrand reported, including Apple, 
which rose to No. 2 from No. 8, ….”) 
 

X September 30, 2013 New York Times - 
Apple Passes Coca-Cola as Most Valuable Brand 
(“APPLE is the new most valuable brand in the world, 
according to a closely followed annual report.”) 
 

 



 
 

Respectfully submitted, 

Dated: November 5, 2013  KILPATRICK TOWNSEND & STOCKTON LLP 
 
     By:  /s/Allison Scott Roach    
          Joseph Petersen 

1114 Avenue of the Americas 
New York, New York 10036 
Telephone:  (212) 775-8700 
Facsimile:  (212) 775-8800 
 
Alicia Grahn Jones 
Allison Scott Roach 
1100 Peachtree Street, Suite 2800 
Atlanta, Georgia 30309 
Telephone: (404) 815-6500 
Facsimile:  (404) 815-6555 
 
Attorneys for Opposer Apple Inc. 
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In the Matter of Application Serial No. 85/379,097 
For the mark: CRAPPLE 
Filed: July 22, 2011 
Published: December 20, 2011 
 
---------------------------------------------------------X  

APPLE INC.,  :  
  : Opposition No. 91204777 

Opposer,  :  
 :  
                   v. :  
  :  
NINJA ENTERTAINMENT  : 

: 
:

 
HOLDINGS, LLC,   

Applicant.  :  
---------------------------------------------------------X  

 
CERTIFICATE OF SERVICE 

 
 This is to certify that a copy of the foregoing has been served on Ninja Entertainment 

Holdings, LLC by depositing a copy with the United States Postal Service as First Class Mail, 

postage prepaid, in an envelope addressed to: 

Daniel Kelman 
1934 Josephine Street 

Pittsburgh, Pennsylvania 15203 
 

 This the 5th day of November, 2013. 
        

       /s/ Alberto Garcia  
            Alberto Garcia 
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1 of 1 DOCUMENT

Copyright 2007 Newstex LLC
All Rights Reserved
Newstex Web Blogs

Copyright 2007 Small Biz Mentor
Small Biz Mentor

October 4, 2007 Thursday 12:25 AM EST

LENGTH: 270 words

HEADLINE: Verizon Wireless Voyager - Anything You Can Do I Can Do Better

BYLINE: Yvonne Russell

BODY:

Oct. 4, 2007 (Small Biz Mentor delivered by Newstex) -- Just when I was starting to wonder whether I could
justify buying an iPhone, news has leaked of the very cool Verizon (VZC) (VZ) Wireless (VOD) LG Voyager.

Competition is good, but my thinking of jumping ship and wanting to know more, made me think about the unexpected
impact competition in your niche can also have on small business. More on that in a moment. The Verizon LG Voyager
looks pretty nifty. Rich Tehrani reports that it.s being called an "...iPhone killer. The device runs on the faster Verizon
Wireless data network... and has a keyboard. These are the two Achilles heels of the current In a society where we
always want the latest and greatest, how will the release of the Verizon Voyager impact on Apple.s sales? Is it an
"iPhone killer"? Probably not, as Apple is such a strong brand name, making anything Apple produces a "must have"
for many consumers. Can your small business stand up to fierce or unexpected Anything You Can Do I Can Do Better
- Competition in Small - What services or products do you offer at your small business, that are "must have" for your
customers and clients?
- What could kill your small business? - Do you keep tabs on your small business competition?
- What can you do to - Are you an innovator?
- Is there scope for collaboration with - Can you identify trends or changing needs?
- Do you have a strong small business brand? Have you had experience having to change your business direction? How
do you deal with competition in your small business? I.d love to hear about it.
>Newstex KMM-0045-20017133

NOTES: The views expressed on blogs distributed by Newstex and its re-distributors ("Blogs via Newstex") are solely
the author's and not necessarily the views of Newstex or its re-distributors. Posts from such authors are provided "AS
IS", with no warranties, and confer no rights. The material and information provided in Blogs via Newstex are for
general information only and should not, in any respect, be relied on as professional advice. No content on such Blogs
via Newstex is "read and approved" before it is posted. Accordingly, neither Newstex nor its re-distributors make any
claims, promises or guarantees about the accuracy, completeness, or adequacy of the information contained therein or
linked to from such blogs, nor take responsibility for any aspect of such blog content. All content on Blogs via Newstex
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shall be construed as author-based content and commentary. Accordingly, no warranties or other guarantees will be
offered as to the quality of the opinions, commentary or anything else offered on such Blogs via Newstex. Reader's
comments reflect their individual opinion and their publication within Blogs via Newstex shall not infer or connote an
endorsement by Newstex or its re-distributors of such reader's comments or views. Newstex and its re-distributors
expressly reserve the right to delete posts and comments at its and their sole discretion.

LOAD-DATE: October 4, 2007
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1 of 1 DOCUMENT

Copyright 2009 SNL Financial LC
All Rights Reserved

SNL Kagan Media & Communications Report

June 15, 2009 Monday

SECTION: MARKETWEEK

LENGTH: 820 words

HEADLINE: The truth behind Apple's price slice

BYLINE: Matthew Deegan

HIGHLIGHT:

SNL Kagan spoke to several analysts and industry observers to learn more about Apple's recent price cuts and what
prompted them.

BODY:

During the company's fourth-quarter 2008 earnings call - and before his hiatus - Apple Inc. CEO Steve Jobs made a
strong statement about Apple's pricing structure.

"We don't know how to make a $500 computer that's not a piece of junk, and our DNA will not let us ship that,"
Jobs said. "We've seen great success by focusing on certain segments of the market and not trying to be everything to
everybody."

Yet, at a Jobs-less Worldwide Developers Conference months later, Apple announced pricing cuts to its oldest
iPhone model and high-end MacBooks.

So could Apple now, as a result of the recession, be forced into tinkering with the DNA that Jobs so staunchly
defended?

According to Oppenheimer & Co. analyst Yair Reiner and Morgan Keegan & Co. analyst Tavis McCourt, Apple's
pricing changes are the continuation of a normal pricing formula for products: Enter the market at the high end, grow
scale, then offer upgrades that justify moving the older product down the pricing ladder.

The 8 GB iPhone certainly climbed down a few rungs, dropping to $99 from $199. McCourt said the cut opens
Apple's smart phone to a new segment of the consumer market "that maybe wasn't willing to pay $199."

Both analysts said the $100 discount was driven by this potential to gain market share, not the need to undercut its
handset competitor, the Palm Pre, which hit shelves June 6 at $199.99 after rebates.

Page 1



"What [the discount] is really telling us is that Apple can now sell a year-old product that is, by many standards,
still head and shoulders above competitive products," Reiner told SNL Kagan. "It's more a testament to where Apple's
engineering and product cycles are relative to the wireless market than it is an indication of competitive pressures."

The iPhone was not the only product to receive a price slash. The company also unveiled performance upgrades to
its entire MacBook lineup while lowering prices on its higher-end models. Apple cut the 17-inch MacBook Pro, for
example, to $2,499 from $2,799, while it reduced the MacBook Air to $1,499 from $1,799. The MacBook White
remained at $999, however.

According to McCourt, once again the cut was not to compete with cheaper netbooks, but rather to coax already
converted Apple buyers into trading up.

"If they lowered the low-end MacBook from $999 to $699, that's clearly to fight the netbooks," he said. "But that's
not what they did."

McCourt told SNL Kagan that the recession caused Apple buyers during the last two quarters to trade down toward
the lower end of the MacBook family, and the new price cuts could spur greater high-end demand.

But Reiner disagreed.

The Oppenheimer analyst said MacBook sales may have been impacted, at least in part, by Microsoft Corp.'s recent
marketing campaign championing the affordability of PC notebooks.

"I think [the discounts] may be a response on Apple's part," he said.

However, Reiner said very few companies generate the kind of buzz that Apple does when announcing new
products or product enhancements.

"Apple makes a very limited number of very concentrated bets," he said. "Unlike a Microsoft that has 1,001 logs in
the fire and therefore has a hard time knowing which ones to focus on, Apple has a few very important projects. And
none of the projects they're undertaking are minor, so when they're ready to make an announcement, chances are, it's
one that's going to be quite interesting."

Generally speaking though, some experts said they discourage discounting, even in the face of a recession, because
it erodes a brand. Therefore, Apple's recent moves could be considered fairly risky.

"Once consumers get used to paying a low price point, it's so hard for them to justify paying more," Martin
Lindstrom, brand consultant and author of "Buyology," told SNL Kagan.

Echoing that sentiment, brand consultant Rob Frankel said discounting is an act of brand destruction, calling
Microsoft's recent "thrift is chic" ad campaign "a flawed act of desperation."

"A lot of these identity brands react to whatever panic their public registers, and that's why they're all over the map
and falling down a lot," Frankel said.

However, the consensus among the experts was that the Apple brand's buzz quality thus far helped it resist brand
erosion.

"What Apple is showing us is that no matter what the economic climate, innovation sells," said Karl Barnhart,
managing director at CoreBrand. "And if you have a product and a culture like Apple that keeps generating things that
people must have, they'll find the money for it."

In fact, Lindstrom went so far as to compare Apple brand loyalty to a religion. He said that when a study he helped

Page 2
The truth behind Apple's price slice SNL Kagan Media & Communications Report June 15, 2009 Monday



conduct scanned the brains of both Apple fanatics and people who professed a strong faith in Christianity, the same
regions in both groups' brains were activated.

Furthermore, Lindstrom polled 2,000 consumers and asked if they would tattoo an Apple logo on their arm.

"And 6.7% of Apple fans said yes," he said.

LOAD-DATE: January 1, 2010
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28 of 97 DOCUMENTS 
 
 

Copyright 2011 Los Angeles Times 
All Rights Reserved  
Los Angeles Times 

 
January 22, 2011 Saturday   

Home Edition 
 
SECTION: BUSINESS; Business Desk; Part B; Pg. 1 
 
LENGTH: 1206 words 
 
HEADLINE: TECHNOLOGY;  
Apple grows on Samsung's soil;  
In South Korea, patriotism figures into the war between the iPhone and Galaxy S 
 
BYLINE: John M. Glionna, Jung-yoon Choi 
 
DATELINE:  SEOUL   
 
BODY: 

South Korea's technology czar was meeting with reporters a few weeks ago when talk turned to smart phones and 
the choice faced by tens of millions of tech-savvy consumers here: whether to buy Apple Inc.'s iPhone 4 or Samsung 
Electronics Co.'s Galaxy S. 

Hwang Chang-gyu admitted that he owned both phones. Then he dropped a bombshell: He actually preferred his 
iPhone, calling it "more convenient" than its homegrown competitor. "The reason we couldn't make a smart phone like 
iPhone is that we don't know how to shoot ahead," he said. 

Hwang's comments were seen as heresy in a country that considers itself an international leader in consumer elec-
tronics. Not only does he oversee government research and development, but he also is a former chief executive of 
Samsung Electronics, which makes mobile phones. After a buzz in the local media, Hwang issued a retraction stressing 
Samsung's competitiveness.  

The reaction speaks volumes about South Korea's high-stakes smart-phone war, one that Samsung -- and some say 
the South Korean government itself -- has no intention of losing. 

The northeast Asian nation is among the phone industry's most fertile markets, with 45 million cellular users among 
a population of 49 million. Although smart phones represent a relatively small share of mobile phone sales, analysts say 
the growth potential is enormous. 

As the world's largest technology company, Samsung is accustomed to waging relentless assaults on foreign mar-
kets. What it is less used to, analysts say, is fending off a bold offensive by a foreign competitor invading its home turf 
with a breakthrough product. 

Apple rolled out its iPhone 4 here last September and by the end of the year had sold 1.8 million units, nearly 
catching up to Samsung's Galaxy S, which launched more than two months earlier and has tallied 2 million sales, ac-
cording to South Korean news reports. Industry analysts say Apple's reputation for innovation has established the de-
vice as the newest must-own gadget among young consumers here, some of whom wait weeks for an iPhone because of 
a backlog. 
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"Apple is an iconic logo and people worldwide want to be part of its coolness," said Brian Marshall, an analyst 
with the research and investing firm Gleacher & Co. "While Samsung has long dominated in South Korea, that has 
started to change." 

Samsung is the world's No. 2 maker of mobile phones, behind Finland's Nokia Corp., and rates fifth in sales of 
smart phones -- rankings that give the firm a runner-up, "We try harder" mentality, even at home. 

Within hours of Apple's unveiling of the iPhone 4 last June, Samsung heralded its new Android-based Galaxy S, 
promoting its speedier processor for multimedia functions and its larger and brighter touch-screen display. The phone 
was the result of a 40-member task force Samsung set up three years ago -- about the time Apple launched the first 
generation of iPhones -- to devise strategies to corner the $163-billion global industry. 

Critics say the corporate battle has taken on nationalistic overtones in a country nicknamed the Samsung Republic 
for the political clout wielded by family-owned conglomerates. The firm has benefited from government intervention 
and South Korean press coverage that may have stifled Apple sales, analysts say. 

In an e-mail response to questions, Samsung officials called the sales war a sign of a healthy market. "Consumers 
have a lot to gain from fiercer competition, be it in markets at home or abroad," spokesman James Chung wrote. 

Apple also seemed pleased with its performance here. "We're thrilled with the customer response to iPhone in 
South Korea and we look forward to even more success with both iPhone and iPad in the future," spokeswoman Natalie 
Harrison said. 

But industry insiders say Apple was waylaid for two years by South Korean import regulations before it could in-
troduce the first iPhone here in 2009. Last June, Apple Chief Executive Steve Jobs temporarily excluded South Korea 
from the iPhone 4's release, citing delays in government approval. 

Trade officials here deny using such tactics. "Korea has now opened up its trade," said Jang Ho-geun, a spokesman 
for the Korea International Trade Assn. "We got rid of the barriers to protect domestic companies like Samsung." 

Not everyone agrees. "Samsung enjoys a protected home market," said an industry observer familiar with South 
Korea's regulatory climate, who asked not to be named because of the sensitivity the issue. "The press here loves to in-
fer the worst motives behind everything Apple does." 

Last fall, South Korean lawmakers summoned the U.S. firm to answer questions about its iPhone service policy, 
which supplies refurbished phones to customers with faulty devices. "In its history, the National Assembly has sum-
moned foreigners to testify on only 15 occasions," said the industry insider. "Apple has appeared twice. The reason is 
that it's become too successful." 

In a strange twist, analysts say, Samsung is both a competitor and supplier to Apple, with the assembly of up to 
one-third of the iPhone's components outsourced to the South Korean firm. This year, Samsung is projected to earn $7.8 
billion from its relationship with Apple, more than half from the iPhone. 

South Korea has a history of erecting trade barriers to discourage predatory imports, often as a defense against U.S. 
political and military pressure to buy American-made goods. 

For years, many U.S. firms cited the American military presence in South Korea as an argument to sell U.S.-made 
fighter jets and rice. "They overplayed their hand way too many times to make sure Korea bought U.S. goods," said Tim 
Shorrock, a former newspaper reporter who covered U.S.-South Korean trade. "It created a lot of resentment, which 
exists even today." 

A major assault against Apple has come from the Korean press, which promotes the Galaxy S as the "iPhone kill-
er." An article about alleged service problems with the iPhone was headlined "Tasting Apple's bitter fruit." After Jobs 
suggested that government bureaucracy slowed the release of the iPhone 4 here, one paper ran the headline "Jobs lied, 
didn't he?" 

Industry watchers acknowledge that Samsung, one of the nation's most powerful advertisers, might be behind the 
stories. "It may be true that they released some misleading news," said Kim Ji-hyun, author of a book on South Korean 
telecommunications. "But this kind of marketing did work domestically." 
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Some bloggers have come to Apple's defense, criticizing the negative press coverage. "In this Republic of Sam-
sung, they are trying to drive the whole battle of smart phones as patriots (Galaxy or Korean-brand phone users) vs. 
traitors (iPhone users)," one wrote. 

Ultimately, Samsung's challenge will be winning over consumers who don't view buying local as an act of patriot-
ism, analysts said. "If you're a 20-year-old buying a cellphone, you don't care about all that corporate stuff, much less 
nationalistic responsibility," said Michael Breen, a newspaper columnist and author of "The Koreans." 

"In a developed country like South Korea, there's no need to hunker down and make financial sacrifice for the good 
of national economy when Samsung is doing very well, thank you." 

john.glionna@latimes.com 

Choi works in The Times' Seoul bureau. 
 
GRAPHIC: PHOTO: AD: A sign in South Korea touts Samsung's Galaxy S, which national media call the "iPhone 
killer."  PHOTOGRAPHER:Matt Douma For the Times PHOTO: CHOICE: A salesman in Seoul holds a Samsung 
phone, left, and an Apple iPhone. Analysts say the growth potential for smart-phone sales is huge.  PHOTOGRA-
PHER:Matt Douma For the Times  
 
LOAD-DATE: January 22, 2011 
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46 of 133 DOCUMENTS

Copyright 2012 The New York Times Company
The New York Times

October 2, 2012 Tuesday
Late Edition - Final

SECTION: Section B; Column 0; Business/Financial Desk; ADVERTISING; Pg. 4

LENGTH: 905 words

HEADLINE: List of Global Brands Keeps Coke on Top, And Apple Jumps Up

BYLINE: By STUART ELLIOTT

BODY:

AS Advertising Week 2012 continues in New York, a widely discussed topic is how to generate measurable
business results for the brands sold by marketers. Coincidentally, a study to be released on Tuesday addresses the value
of powerful brands -- and the problems of brands whose value is diminishing.

The study is the 13th annual Best Global Brands report from Interbrand, a brand consulting company owned by the
Omnicom Group. The report ranks what it deems the 100 most valuable brands on criteria that include financial
performance, the role the brand plays in influencing the choices made by consumers and the brand's ability to help its
parent's earnings.

Such measures ought to attract more attention on Madison Avenue, Christine Fruechte, president and chief
executive at Colle & McVoy, an agency owned by MDC Partners, said during an Advertising Week panel on Monday.

''When we put together advertising programs, we're constantly keeping in mind how to add shareholder value,'' Ms.
Fruechte said. ''We want to have a tangible impact on the client's business or services.''

Ms. Fruechte cited as an example a client, the Caribou Coffee Company, whose stock, she said, has risen to more
than $18 a share from $1.17 when the agency began its work.

Although Caribou Coffee is not listed in the 2012 report, many of the ranked brands are known for dedicating time
and corporate treasure to continually, if not continuously, trying to improve the results of their advertising. Case in point
is the brand that ranked No. 1 on the list for the 13th consecutive year, Coca-Cola. Interbrand estimated its brand value
at $77.8 billion, up 8 percent from the 2011 report.

''We remain very humble that we're in that top spot,'' said Joseph V. Tripodi, executive vice president and chief
marketing and commercial officer at the Coca-Cola Company. Mr. Tripodi has spoken frequently about how increasing
the effectiveness of ads will help the company increase its revenue to $200 billion in 2020, from $95 billion in 2008.
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Although ''nothing lasts forever,'' Mr. Tripodi said of the streak, the company will strive to keep the Coke brand
relevant through innovations in how it engages with consumers. For instance, he said, on Facebook Coca-Cola has more
likes, 51.98 million, than any other brand.

''A lot of staying relevant is not being afraid to take risks or do different things,'' Mr. Tripodi said. ''It's less about
what you sell and more about what you stand for as a brand and company.''

Despite the status quo atop the list, eight of the remaining top nine brands changed ranks from last year, Interbrand
reported, including Apple, which rose to No. 2 from No. 8, and Samsung, which rose to No. 9 from No. 17.

Also, two brands dropped out of the top 10: Disney, which fell to No. 13 from No. 9 last year, and
Hewlett-Packard, which fell to No. 15 from No. 10.

''Brands like Apple and Samsung set the pace'' for the 2012 report, said Jez Frampton, global chief executive at
Interbrand, which is dominated by strong performances by technology companies. Indeed, of the top 10 brands, five are
in technology: Apple, Google, Microsoft, Intel and Samsung.

(Interbrand considers I.B.M., also in the top 10, a business services brand rather than a technology brand. With it
included, six of the top 10 would be technology brands.)

''Technology companies are doing so well because they're showing real understand of human beings'' as they
''change the way we live our lives,'' Mr. Frampton said.

''It's irony, a group of technology companies showing the way how to be human,'' he added.

Another prominent technology company, Facebook, entered the list for the first time, at No. 69. Facebook was
among six new entrants; the others are Pampers (34), Prada (84), Kia (87), Ralph Lauren (91) and MasterCard (94).

''It's very flattering for us to be part of it,'' said David Lauren, executive vice president for advertising, marketing
and corporate communications at the Ralph Lauren Corporation. ''It's always nice to be recognized.''

Some brands from the 2011 report are absent from this year's list. One is Barclays, which was in 79th place last
year; Mr. Frampton attributed the departure to the ''adverse effects'' of the accusations that Barclays had tried to fix key
interest rates for its own benefit.

Several brands that were ranked lower on the 2012 list compared with last year's have also been suffering setbacks.
Among them are BlackBerry, which tumbled to 93 from 56; Goldman Sachs, which declined to 48 from 38; and Nokia,
which dropped to 19 from 14.

Conversely, several brands in the top 100 took noticeable steps up. They include, in addition to Apple and
Samsung, Amazon, which climbed to 20 from 26, and Nissan, which rose to 73 from 90.

''It's by far the most significant leap we've had,'' said Andy Palmer, executive vice president for marketing and
planning at the Nissan Motor Company. ''It's the ultimate external proof point that we're doing the right things as a
brand.''

Among those things, Mr. Palmer said, is that ''we've become a heck of a lot better at telling stories,'' as this year,
''for the first time in our 80-year history, we created a global brand campaign'' for Nissan.

He also cited advertising efforts like a Nissan channel on YouTube with ''one new story every single day of the
year,'' he said, an app with about 54,000 downloads and Twitter feeds for models like the Nissan Leaf as well as for
regions like Nissan USA.
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APPLE is the new most valuable brand in the world, according to a closely followed annual report.

The report, to be released on Monday, is from Interbrand, a corporate identity and brand consulting company
owned by the Omnicom Group that has been compiling what it calls the Best Global Brands report since 2000. The
previous No. 1 brand, Coca-Cola, fell to No. 3.

Not only has Apple replaced Coca-Cola as first among the 100 most valuable brands based on criteria that include
financial performance, this is the first time that the soft drink known for slogans like ''It's the real thing'' has not been
No. 1.

Apple's arrival in the top spot was perhaps ''a matter of time,'' Jez Frampton, global chief executive at Interbrand,
said in a recent interview. Apple was No. 2 last year, climbing from No. 8 in the 2011 report.

''What is it they say, 'Long live the king'?'' Mr. Frampton asked. ''This year, the king is Apple.''

The 2013 report begins: ''Every so often, a company changes our lives, not just with its products, but with its ethos.
This is why, following Coca-Cola's 13-year run at the top of Best Global Brands, Interbrand has a new No. 1 -- Apple.''

The report estimates the value of the Apple brand at $98.3 billion, up 28 percent from the 2012 report. The value of
the Coca-Cola brand also rose, by 2 percent to $79.2 billion, but that was not sufficient to give Coca-Cola a 14th year as
Interbrand's most valuable brand.

Although ''Coca-Cola is an efficient, outstanding brand marketer, no doubt about it,'' Mr. Frampton said, Apple and
other leading technology brands have become ''very much the poster child of the marketing community.''

That is underscored by the brand in second place in the new report: Google, which rose from fourth place last year.
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In fact, of the top 10 Best Global Brands for 2013, five are in technology: Apple; Google; Microsoft, No. 5, unchanged
from last year; Samsung, 8, compared with 9 last year; and Intel, 9, compared with 8 last year.

Samsung's ascent followed the company's adoption of a new brand strategy called the Brand Ideal, which includes
''a greater focus on social purpose,'' Sue Shim, executive vice president and chief marketing officer at Samsung, said by
e-mail. That reflected research indicating American consumers would switch brands to ''one that was associated with
improving people's lives,'' she added.

I.B.M. -- No. 4 in 2013, down a notch from 2012 -- is ranked as a business services brand. Otherwise, technology
would account for six of the top 10.

''Brands like Apple and Google and Samsung are changing our behavior: how we buy, how we communicate with
each other, even whether we speak with each other,'' Mr. Frampton said. ''They have literally changed the way we live
our lives.''

Among other transformative technology brands that performed well in the new report was Facebook, which
climbed to 52 from 69 last year, its first year on the list.

However, not all technology brands fared well. BlackBerry, which tumbled last year to 93 from 56 in 2011, has
disappeared from the list. And Nokia, which dropped to 19 from 14 in 2011, finished this year in 57th place -- ''the
biggest faller'' among the 100, Mr. Frampton said.

Among nontechnology brands, a notable addition to the list was Chevrolet, at 89, the first General Motors brand to
rank among the Best Global Brands.

''It feels good to hit the list for the first time,'' Alan Batey, global head of Chevrolet at G.M., said in a telephone
interview. ''It's a great first step, but we've got a long way to go. There are a lot of big brands in front of us.''

The milestone reflects how General Motors has been ''making a conscious effort to globalize Chevrolet,'' Mr. Batey
said, selling the brand in 140 countries in ads that play up attributes like ''value for money and designs that move hearts
and minds.''

Commonwealth, the creative agency for Chevrolet, ''played a key role'' in helping the brand make the list, he added.
Commonwealth is part of the McCann Worldgroup division of the Interpublic Group of Companies.

Last year, when Coca-Cola finished atop the Best Global Brands list for the 13th consecutive time, an executive at
the Coca-Cola Company acknowledged the streak but noted that ''nothing lasts forever.''

A year later, the executive, Joseph V. Tripodi, executive vice president and chief marketing and commercial
leadership officer, had this reaction: ''Of course, we would like to remain on top of the list forever. That said, we are
honored to continue to be included among such an esteemed group of global brands, and we congratulate Apple and
Google, both valued partners of ours.''

''We've seen the value of technology brands rise as they create new ways for people to stay connected virtually,''
Mr. Tripodi said by e-mail. ''We understand this, as the lasting power of our brand is built on the social moment of
sharing a Coca-Cola with friends and family.''

''Creating these simple moments and delivering on our brand promise each and every day remains our focus,'' he
added, ''as we continue to grow the value of brand Coca-Cola for decades to come.''

If it is consolation, Coca-Cola remains far ahead of Apple and Google in likes on Facebook fan pages. Coca-Cola
has 73.2 million, compared with 9.8 million for Apple and 15.1 million for Google.
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GRAPHIC: PHOTO: A scene from a commercial for the iPhone 5 by Apple, a brand valued at $98.3 billion by
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identity and brand consultancy, began compiling its Best Global Brands survey, Coca-Cola is not the No. 1 most
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